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The Center for Resource Solutions

• The Center for Resource Solutions (CRS) is 
a national non-profit that makes it easier for 
people and organizations to use renewable 
energy.  

• We design and operate national and 
international programs that support the 
increased supply and use of renewable 
energy resources such as wind, solar, 
biomass, geothermal and low-impact 
hydroelectric power.



The Programs of CRS
– Green-e Renewable Energy Certification 

Program:
• Nation’s leading certification and verification 

program in regulated, restructured and 
U.S.Tradable Renewable Certificate (TRC) markets

– International Programs & Expert Assistance in 
China, Southern Mexico & Canada

– Public Renewables Partnership (PRP):
• Partnerships to integrate renewable energy into 

public power portfolios and business strategies

– Marketers’ Marketers Group
• Renewable Energy Marketing Forum with over 150 

members in the US and Canada

– Making the Link:Renewables & Climate Change 
• Initiatives promoting renewable energy for GHG 

emission reduction. 



It's Really Not that Easy Being Green 
(Power Marketers)



Renewable Energy Marketing:

• What are we trying to do?
• What are the Challenges to 

overcome?
• What are the Strategies ?

BACK BACK BACK 
TO THE TO THE TO THE 
BASICSBASICSBASICS



Renewable Energy Marketing:
Our Job (collectively) seems simple…

• Influence “people” to buy green 
power
– Marketers even have the help of  

have NGOs, Government 
Agencies, University and Church 
Coalitions, 

BUT
• Who are “people”
• What is our “product”  

What are we trying to do?



Renewable Energy Marketing:
Our Job (collectively) is challenging…

• The renewable energy 
marketplace is evolving
– Different products for different 

audiences, more sellers, even traders 

– No general consensus on definition

– More messages confuse consumers

What are the challenges?



Renewable Energy Marketing:
Your Job (individually) is challenging…

• Influence “people” to buy green 
power
– UNDERSTAND your “people” 

– DEFINE your  product effectively to your target 
audience (s)

– Communicate your BRAND

– Build TRUST

– Create tangibility and VALUE

– REPEAT the message and remain on BUDGET!

What are you trying to do?



HELP!



CREATIVE 
STRATEGIES…



Marketing Renewable 
Energy to 

Residential 
Consumers



We Have Come So Far…
from more obscure, early efforts…



to marketing materials of today…













Inside View: Effective Language, Bold Headers, and Simple Sign-up



Bangtails



Marketing Renewable 
Energy to 

Residential 
Consumers

through 
INCENTIVES



Ice Cream!



Get Aways!



Coffee,
smoothies,

gift certificates!



Marketing Renewable 
Energy to Businesses





Inside View: effective language and Simple Sign-up





Marketing Renewable 
Energy to/through 

OTHERS
“Shin-Kickers”



School Assembly (TVA)



School 
Poster 
Contest 
(TVA)



Distributed an education curriculum for grades 3 to 12

Made materials available on CD and internet free of charge
The curriculum includes:
- Solar Energy
- Wind Energy
- Landfill Gas Energy

School Curriculum (TVA) School Curriculum (TVA) 



Educators for 
the 

Environment

Educators for 
the 

Environment





The Big Picture: 
Moving the Market 

Forward 
Where do We Go from Here?

• Product Labeling
• POP Tags
• National Renewable Energy 

Branding Campaign?



Moving the Market Forward:
“Made With Renewable Energy” “Made With Renewable Energy” “Made With Renewable Energy” 



How Does it Work?

Companies purchase Green-e certified renewable energy to offset: 
a portion of their company-wide energy use, a unique 
facility or company building ,or the production of a specific 
consumer product line. (can also apply self-generation)



POP Tags: The Concept
• Marketers have begun selling “mini-tags” or 

“Point of Purchase (POP) Tags”
– Small quantities of renewable energy attributes 

sold at point-of-purchase to offset the consumer’s 
energy use and/or emissions from a particular 
activity. 

Skiers are Doing it!…
Green Mountain and 
Bonneville Environmental 
Foundation (BEF) are selling 
100 kWh blocks of wind 
power attributes at ski resorts 
so that the customers can 
offset their energy use from 
the ski lifts.



POP Tags: The Potential

• Airlines: offsetting emissions from air travel 
online

• Grocery Stores: purchases at the cash 
register 

• Rental Cars & Hotels: offsetting rental car 
travel & hotel stay energy use when making 
the reservation

• Many more possibilities…



National Campaign :
Objectives: Can We Agree?

• Create relevance for mainstream 
consumers through clear and simple 
communication of one message 
(definition of renewable?)

• Brand RE and connect with 
environmental issues—Global 
warming/Climate Change?

• Increase the purchase of Green 
Power products



National Campaign?

• Smart Power Examples in Northeast
– Evolving to a National Campaign

• Australian Example



The power of every 
one.



















Contact CRS
• To join the Marketers’ Marketers Group
• To access publications on best practices in 

marketing and examples of industry materials
• To receive email updates on Green-e events, 

certification standards and industry 
developments 

Këri Bolding, CRS Communications Director
(415) 561-2100 

Email: kbolding@resource.solutions.com
CRS website: www.resource-solutions.org

Green-e website: www.green-e.org


